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Abstract. Purpose of this paper is to propose a model for assessment of internet marketing efficacy, based on qualitative criteria and 
building on the theoretical and empirical investigation of various qualitative criteria applicable to internet marketing. The methodological 
framework used in the investigation is based on theoretical descriptive, comparative, analytical methods. Qualitative empirical study based 
on expert interviews was also employed. Nine experts of internet marketing and related fields were involved in the study. The aim of 
qualitative study is to explore the expert opinnions on the qualitative criteria for internet marketing assessment. This feedback helps to 
identify problems faced by business developing internet marketing campaigns, the steps to be taken further to solve them and advance 
campaign efficacy. The model integrating the qualitative criteria into the internet marketing assessment is proposed. The paper analyses the 
creation and application of qualitative criteria of internet marketing, discusses the problems of internet marketing development, proposes 
the ways how to deal with the emerging problems and presents the qualitative criteria based model for internet marketing assesment. The 
qualitative study is the main novety of the research and is intended to scrutinise the concept of internet marketing quality and distinguish 
the qualitative criteria for internet marketing development.The conclusions and recommendations of the research have practical value, 
which will help in the process of internet marketing quality implementation. 
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1. Introduction 
 
XXI century is regarded as the most important global information technology revolution in the world. Modern 
people live in the world of technologies that are rapidly improving and expanding into different areas. This 
phenomenon leads to the growing needs of people and competition. Constantly changing environment of new 
business models, organizational forms, and the migration of business into the electronic environment is nothing 
strange, it becomes mandatory part of everyday life. 
 
The Internet and other digital media tools have transformed marketing. Smart growth have contributed to 
expansion of service sector (Tvaronavičienė, 2017). The customers have much broader choice of goods and 
services, they can choose between wide number of suppliers and prices. New internet marketing opportunities 
provide new challenges to organizations too. They might to expand, provide new services; in short, organizations 
have great opportunities to win competitive advantages (Chaffey et al., 2009). Revolution of internet marketing 
creates a necessitaty to a radical rethinking of marketing practice (Balmer, Yen, 2017).  
 
Scientific issue - after the Internet transformed marketing, the business opportunities are increasing and internet 
marketing for business becomes one of the most important tools to reach competitive advantage. In order to reach 
it there is a need to determine the qualitative criteria of internet marketing that influence business and consumers. 
Thus, the problem is that the concept of internet marketing quality and the qualitative criteria are not determined 
by scientific literature as well as the practice, which makes difficulty to determine the effectiveness of internet 
marketing.  
 
The gooal of the research is to propose a model for assessment of internet marketing efficacy, based on 
qualitative criteria and building on the theoretical and empirical investigation of various qualitative criteria 
applicable to internet marketing. 
The goal will be achieved through the following set of tasks: 
1. To analyse theoretical aspects of internet marketing qualitative criteria. 
2. To perform the qualitative study based on expert interviews regarding consumers’ and 
business’ approach of emerging qualitative criteria for internet marketing. 
3. Based on theoretical part and qualitative study results, to design the internet marketing 
qualitative criteria based model. 
 
Methodology – the paper relies on scientific literature analysis, the qualitative research method and the method of 
dynamic modeling are applied as well. The work carried out theoretical narrative, systematic, comparative 
analysis. A qualitative expert opinion survey was carried out interviewing e-marketing experts. The experts’ 
opinion was sought to analyze by a standardized interview or questionnaire form. After analysis there was created 
a model. 
 
The Internet provides tremendous opportunities to reduce the cost of information distribution to global audience. 
Internet marketing is a key element of developing successful electronic business marketing strategies for large and 
small companies. Internet marketing allows Lithuania and any other countrys’ businesses to compete in 
international markets, saving money for traditional advertising. Moreover, internet marketing is orientated to 
individuals and the target users according to their hobbies or activities (Išoraitė, 2013). New tendencies are based 
on data-driven marketing communications and customer management (Deighton, 2017). Internet marketing 
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adoption in emerging industrial markets are based on internet technologies such as social media platforms, static 
and transactional websites (Shaltoni, 2017). Social networks becomes especially important in in B2B and B2C 
Communication (Davidavičienė et al., 2017; Davidavičienė, Davidavičius, 2014).  
 
Moving the business to e. environment is one of the steps, but in order to become a successful business it has to 
attract the costumers and within a website to build strong and good relationship with consumer (Fisher et al., 
2003), it must have one of the most important tools – strong marketing team.  One of the most important internal 
barriers impacting internationalization of SMEs is limited management skills, communication issues and lack of 
marketing knowledge (Tvaronavičienė, Korsakienė, 2012). XXI century has become a very significant to 
marketing professionals. Collision with a number of innovations, challenges and opportunities caused by 
traditional marketing to the electronic transition. In the literature, this marketing direction is also called internet 
marketing, web – marketing, hyper - marketing. 
 
 
2. The concept and evaluation of internet marketing 
    
The concept of marketing is widespread in the world. On the one hand it has a significant value in terms of 
successful organizations’life. On the other hand in recent decade business strategy has changed and in order to 
satisfy more customers’ needs it has moved to e. business. As a result, marketing has also moved from traditional 
to internet marketing. Although the concept of internet marketing is analysed much, but still there is no concept of 
internet marketing quality and qualitative criteria of internet marketing determination. Overall, there is a wide 
choice of internet marketing concepts such as (Juozapavičiūtė, 2015): 
 To the advertising industry it is about Internet advertising and its impact on driving Web traffic and brand 
building (Breakenridge, 2001). 
 The application of the Internet and related digital technologies conjunction with traditional 
communications to achieve marketing objectives (Chaffey et al., 2009). 
 Internet marketing is linked to as the marketing (generally promotion) of products and services over the 
Internet (Chaffey, 2014). 
 
However, a core, unifying concept of internet marketing has not emerged. 
Internet marketing is becoming one of the most effective way to satisfy growing consumers’ expectations and to 
develop business. There are many forms of internet marketing, which enables companies to attract more users and 
affect their opinion. The functions of internet marketing are as follows (Išoraitė, 2013): 
 Improvement of a company image; 
 Increase of audience volume; 
 Possibility to choose the audience; 
 An interactive relationship with costumers; 
 Effective trade; 
 Marketing dynamics.  
 
In order marketing objectives would be achieved, managers and academics apply Jeromy McCartthy’s marketing 
mix called 4 Ps marketing mix. 4 Ps marketing mix is a combination of many factors which can be measured to 
meet the market needs and to simplify managerial activities (Kalyanam, McIntyre, 2002). According to 
McCarthy’s 4 Ps marketing mix consist of: product, price, place and promotion. Every Ps cover a number of 
twelve managerial policies which are described by Borden in the early 1964, but adopted in marketing strategy till 
nowadays. 
 
The International Journal 
 ENTREPRENEURSHIP AND SUSTAINABILITY ISSUES 
ISSN 2345-0282 (online) http://jssidoi.org/jesi/ 
2018 Volume 5 Number 3 (March) 
http://doi.org/10.9770/jesi.2018.5.3(15) 
 
621 
 
In terms of twelve managerial policies, Borden (1964) explains that it is important to create: 1) a list of the 
important elements or ingredients that make up marketing programs; 2) a list of the forces that bear on the 
marketing operation of a firm and to which the marketing manager must adjust in his search for a mix or program 
that can be successful. 
 
The 4 Ps marketing mix was proposed for traditional marketing. Since the business environment has changed, two 
different approaches - the revisionists’ and the conservatives’ views originated. The conservatives claim that 4 Ps 
model might be adopted to new context of marketing (Möller, 2006). Contrary to conservatives, the revisionists 
state that 4 Ps marketing mix model is internally oriented and Schultz (2001) claims that todays’ market place 
needs externally oriented model. Internet marketing strategy must be customer oriented and pay strong attention 
to the relationship with the customer, which is not according to internally oriented model (Propovic, 2006; Möller, 
2006). A common view of all revisionists is that the most important focus must go to customer orientation and 
according to this view the 4 Ps marketing mix model is applied. 
 
Authors offered some corrections to 4 Ps marketing mix. For instance, Lawrence et al. (2000) offered to add two 
more Ps: people and packaging; and include this mix to the concept of 5 Ps marketing model, which includes 
paradox, perspective, paradigm, persuasion and passion. Prandelli and Verona (2006) proposed 3 Cs model: 
content (website and platform), community (interaction platform and relational capability) and commerce 
(including the 4 Ps: product, price, place and promotion). Even more 4 Ps were proposed to add (Precision, 
Payment system, Personalization, Push and Pull) to already existing 4 Ps marketing mix. Dominici (2009) 
describes additional 4 Ps in the 8 Ps’model (Juozapavičiūtė, 2015): 
 Database management systems provide the opportunity to increase accuracy of target segments 
determination and market positioning in digital context; 
 Security and friendly-user environment – the components that must be ensured in payment systems; 
 Personalization supports the adaption and determination to customers’ needs and expectations; 
 Push and Pull regards the choice of trade-off among active communication policies (push) and 
communication on users’ demand (pull). 
 
In summary, internet marketing is a rapidly growing area and has many benefits to customers and organizations. 
Costumers might find easily and fast the product or service they need on the Internet and the business has the 
opportunity to attract more target groups and to maintain close relationship with already existing clients. 
However, the needs and expectations of customers growing every day, they want to buy fast, easily, anytime, 
anywhere. Thus, it is a challenge for companies to determine efficient internet marketing strategy and to apply it 
in the practice.  
 
3. Qualitative criteria of internet marketing development 
 
Neither internet marketing quality nor qualitative criteria of internet marketing are defined in the literature. The 
novelty of internet marketing forcing the professionals of this area to look for new opportunities and to meet 
current and future customers’ needs and expectations, which are often related intangible features such as trade 
mark, its’ image and design, interaction with companys’ image and reputation (Limba, Jurkutė, 2013). 
 
Forbes (2012) announce that any business must admit the power of a great design for customers’ experience. 
Design–oriented business has the advantage, because the first thing what customer pays attention to – is an image, 
design of graphic, brand, product, interior, web and service design. For instance, the customer knows quickly if he 
likes the design or not, if the Web site is good or bad. Design-oriented companies put design at the heart of their 
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company to build innovation and to constantly improve products, service and marketing trends. They recognize 
that a great design guarantees the differentiation, customer loyalty and higher profits (Swann, 2012). 
 
Internet market orientation covers generation of information: collecting customers’ information, development of 
customers’databases and responding to customers’ demand. Since the Internet has changed the 
customers’behaviour, business had to adapt to the changes and focus on individualized and convenient services 
such as search function development in order to preserve the customers’ loyalty and to stay competitive (Srini et 
al., 2002). Besides, the authors claim that Internet users assess the convenience and design of the website. 
Moreover, Lee and Kozar (2006) submite that companies which invest to flexibility of its’ website can achieve 
corporate financial and performance of the website. The website must recognise the features of customers in order 
to make the enjoyable browsing on the website. Website design has important and positive influence to 
customers’ satisfaction (Szymanski, Hise, 2000). Internet marketing is inseparable process, which helps to 
determine the target groups and provide information about products and services through the Internet to increase 
the sales. 
 
Some authors emphasize importance of information quality, but include system and service quality as well (Sun, 
2010). Based on Wixom and Todd’s (2005) prepared model of technology use, the 3Q model was proposed, 
which includes three main aspects of information quality, system quality and service quality. The model separates 
the beliefs and attitudes about the system from the beliefs and attitudes about the using system. The model 
interprets that system quality explains the structural attributes of e. commerce system: availability, adaptability, 
response time. Information quality captures the content, which includes factors such as completeness, accuracy, 
format, currency. Step back to qualitative criteria of design, the literature of website quality says that system and 
information quality are important elements in the perception of website quality (Liu, Arnett, 2000). 
 
Customer satisfaction is an important element in marketing practice and most companies admit that customer 
satisfaction is necessary “strategic imperative” (Mittal et al., 2010). On the one hand Hauman et al. (2014) 
confirm that customer satisfaction has a positive influence for customer loyalty and customer willingness to pay. 
On the other hand, customer satisfaction affects customers for a short time period because business operates in a 
very competitive environment. Because of that, companies must build long–term relationship with customers and 
pay attention to customer–company identification, which is described as the feeling of belongingness to an 
organization. The customer–company identification positively affects customers’ in–role and extra-role 
behaviours, loyalty and willingness to pay (spending). Moreover, the customer-company identification is an 
active, selective and volitional psychological process in which customer selects the company by its’ own desire, 
the competitors meet the problem to attract identified customers (Sen, 2003). 
 
The topic of loyalty has been widely analysed for decades. E-loyalty is the continuation of the traditional loyalty 
to e. commerce. E–loyalty is the customers’ loyalty to electronic retailer (Turban et al., 2002). From this view of 
point, there is no important difference between customer loyalty and customer e–loyalty. Xiaojuan, Ling Sia 
(2003) connected four factors, which are described as four staged perceptual elements, which form the customers’ 
loyalty: confirmation of expectations, satisfaction, trust, sense of belonging. The authors combined the e–loyalty 
wheel of those four factors. Gong,  Nam (2016) defines creative customers behaviors as positive outcomes for 
organizations because such behaviors lead to the improvement in customer satisfaction and loyalty. Companies’ 
social responsibility can also increase customers’ loyalty (Eteokleous et al., 2016; Hadjikhani et al., 2016). 
 
Expectation is the first step when customer is in the process of decision making to purchase or not. The Internet 
provides more convenient to customers – they can easily reach the vendors’ information about brand, reputation, 
and product or service evaluation. The Internet provides wide option opportunities for customers so their 
expectations are increasing more and more. In order to satisfy costumers’ expectations companies need to 
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improve their offerings. However, it is important to mention that companies must promise only as much as they 
really can implement, otherwise customers will get the dissatisfaction. In terms of online transactions, satisfaction 
is measured according to customers’ behaviour on the website. The customer stays longer on the website and 
search for information. As a result, the chance of repeated buying is growing (Juozapavičiūtė, 2015). 
 
Trust is an important element in e–loyalty wheel (Gefen, 2002). When the customers are satisfied about online 
purchase, the products or services, they are more willing to trust the vendor later (Davidavičienė, Sabaitytė, 
2014). The chance of sharing the information with the vendor, the decision of using the service again and 
accepting further offers of the vendor is increasing. Sense of belonging is the continuation of trust. This emotional 
connection is treated as high solidarity. If the customer comes to this stage, the possibility of re–purchase is 
increasing much more and the loyalty is formed exactly in the stage of sense of belonging. Moreover, if the 
vendor builds the online community, the customers will be more willing to attend it and makes them feel 
committed to online vendor. The positive feedback from the online communities will increase the chance of re–
purchasing; moreover, the members will be less afraid of sharing the personal information with the vendor. 
Getting the personal information is very important to the company, because it is the best way to build an effective 
loyalty programs and maintain the relationship with customer (Xiaojuan, Ling Sia, 2003). 
 
Haumann et al. (2014) also highlight the importance of effectiveness of loyalty programs. They state that 
competitive actions such as competitive advertising influence the success of loyalty programs to maintain 
customer loyalty over time. Carrington, Neville (2016) state, that customers play very important role in produsing 
goods, so their loyalty is even more important. 
 
To sum up different aspects, which influence the success of internet marketing, are analysed: brand, website 
design, level of reputation, accessible, accuracy, flexible information, secure information and data protection, 
customer satisfaction, expectations, trust, loyalty. In order to abridge the aspects, the four main criteria have been 
determined: design, information distribution channels, customer satisfaction and customers’ e-loyalty. 
 
4. Investigation of Qualitative Criteria for Internet Marketing Development 
 
Research methodology. The qualitative research method was chosen - experts opinion survey by structured 
interview or questionnaire form. This method was chosen in order to dig deeper into the problem, while the 
quantitative research is focused on the extent and spread of the phenomenon (Baley, 1995). Qualitative research 
allows obtaining various information, broadening the issue and analysing it in a broader context. Interview is 
considered as one of the most effective qualitative research methods, which provides detailed answers, especially 
to open questions (Tidikis, 2003). Of all the types of interviews the expert interview was selected. The interview 
was carried out according to pre-formulated questions and respondents were asked by the same procedure. 
 
The questionnaire was made in accordance with the principles of drawing up the questionnaire. The objective of 
the research was introduced; respondents were familiar with the issue of the research. Moreover, it was noted that 
the questionnaire is aimed to find the experts’ insights about qualitative criteria of internet marketing 
determination and application. The answers are submitted as the personal opinion and evaluation. The 
questionnaire indicates major explanations and instructions on how to fill in a certain part of the questionnaire. 
 
The problem of a sample size in quantitative research has been analysed sufficiently. However it is hard to 
determine what sample size should be held in qualitative research. The sample size depends on phenomenon 
details of the research, strategy of the research, informativeness of collected data and method of data collection. 
Applying interview, the proposed sample size is from five to thirty people, in this case nine respondents have 
been chosen. Qualitative research findings are more closely related to the investigators’ analytical capacity and 
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testing of selected cases informativeness, than the sample size of the problem (Bitinas et al., 2008). As a result, 
the sample size problem is not that much important by applying qualitative research method. 
 
The experts have been chosen according to the activity areas, it was important that experts would be related to 
internet marketing. The information has been looking on the Internet. After selecting the experts, it was contacted 
personally. The researcher was proposed to the experts, as well as the problem of the research and the goal: 
according to the experts, to figure out the concept of internet marketing quality; to determine the qualitative 
criteria, which could be adapted by evaluating internet marketing; mark out the internet marketing development 
problems, solutions. Most of the experts wanted to stay anonymous, but agreed to specify the occupied functions. 
In order to keep the anonymity the experts are named anonymously, such as Expert A, Expert B etc. and activities 
specified. Nine experts’ opinions are analysed. Moreover, the accuracy of decision and evaluation is sufficiently 
high when the number of experts reach nine, so this number of experts is enough to obtain accurate information. 
Those methodological assumptions set out in classical test theory. It says that aggregate decision reliability and 
decision-makers number connects fast fading nonlinear connection. In the modules of aggregated experts’ 
evaluation which are connected with equal weights, small groups of experts’ decisions and evaluations accuracy 
do not descend to large group of experts’ accuracy of decisions and evaluation (Baležentis, Žalimaitė, 2011). 
 
From the experts who were performing in the survey, nine experts have been chosen: 
 Expert A – e. marketing project manager. Field of activity – retailer of domestic appliances and 
electronics leader in Lithuania. 
 Expert B – e. marketing department director. Field of activity – Bank.  
 Expert C – marketing Project manager. Field of activity –Insurance. 
 Expert D – Co and Director. Field of activity – information and communication. Lector of e. marketing. 
 Expert E – Trade Marketing Project Manager. Field of activity - a mobile communications company 
operating in the Baltic countries. 
 Expert F – Head of Marketing and Communications. Field of activity - advisory services.  
 Expert G – Brand Manager. Field of activity - trade and service company with a well-developed e. 
marketing network in Lithuania. 
 Expert H – The leader of electronic channel management group. Field of activity - a mobile 
communications company operating in the Baltic countries. 
 Expert I –Online marketing manager. Field of activity - trade and service company with a well-developed 
e. marketing network in Lithuania. 
 
Since the goal of the research is to figure out the concept of internet marketing quality and to determine the 
qualitative criteria, which could be adapted by evaluating internet marketing, the experts above have been chosen 
from different activity areas. However, all of the organizations they are working for, developing internet 
marketing or even provide the internet marketing services to other companies. By formulating questions of the 
survey, the aim was to find out the opinions of experts about internet marketing development, its’ problems and 
solutions as well. 
 
Research Data Analysis. In the beginning of the first questions’ analysis, it was noted that the criteria will be 
accepted as the applicable qualitative criteria in order to measure the internet marketing quality, if more than a 
half experts agree or totally agree with the statement. With the first statement that the literature clearly determines 
the concept of internet marketing quality, two out of nine experts disagree or totally disagree. However, four 
experts are not sure, so the statement cannot be evaluated properly. Overall, it should be noted that this question 
must be discussed, because there is no clear point of view neither between the authors nor the experts. In terms of 
suggested criteria design, it could be applied as qualitative criteria, because five out of nine experts agree or 
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totally agree with the statement, which is more than a half. Online distribution channels could be also applied as 
the qualitative criteria, because five out of nine experts agree or totally agree with the statement. The survey 
results demonstrate that eight experts agree or totally agree with the customer satisfaction as a criteria and six out 
of nine experts agree or totally agree with the statement that e-loyalty could be applied as the qualitative criteria. 
Overall, all four qualitative criteria should be analysed in terms of internet marketing quality development and 
measurement. 
According to second questions’ answers, experts provide their insights about internet marketing quality. 
According to the experts internet marketing is qualitative if following aspects are achieved: 
 Customer satisfaction (Experts A, B, D); 
 ROI (Return on Investments) generation (Experts A, H, I); 
 Accessibility anytime (24/7) and anywhere (via different online distribution channels) (Experts B, E, G);  
 Target audience extension; customer involvement (Experts B, E, G). 
 
To sum up the factors above internet marketing quality is: in accordance with the basics of marketing concepts, 
quality can be defined as reaching the consumers’ satisfaction level, efficient use of cyberspace for potential 
users’ involvement and target audience extension, and ROI generation for the company. 
Respondents also were asked which of the following mentioned qualitative criteria is central according to the 
development of internet marketing quality. By this question, experts have been asked to distinguish the most 
important criteria or to propose the additional one, which, according to them, could be applied in the process of 
internet marketing quality evaluation. The experts’ opinions diverged in Figure 1. 
 
 
 
Fig.1. Central qualitative criteria for internet marketing 
 
Source: authors 
 
The Figure 2 shows that experts have different opinions about the central criteria. The experts were asked to 
exclude one of the following criteria or to provide the additional one. However, most of the experts provide few 
of most important criteria and additional as well. Experts A and B exclude online distribution channel as one of 
the most important criteria, but Expert B also thinks that design should be included between central criteria and 
provides additional criteria Google keywords – content optimization. Experts agree or totally agree with those 
criteria in the first question as well. The variety of opinions can be perceived. The experts do not provide one 
evolved criteria, but also it should be noted that all criteria have been chosen at least once. The online distribution 
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channels and customer satisfaction are criteria, which have been chosen twice, but it could not be said that 
according to the survey they are the central ones, because two out of nine choices would be no lens. On the other 
hand, the answers to this question bring us to the result that the importance of this issue is really deep and 
important, because it is hard to determine common criteria. Overall, two of the experts note that it cannot be 
distinguished one criterion, the complex of measures should be applied and they should be adopted all together, 
not one by one. In addition, consideration should be given to the purpose of the company and marketing strategy, 
what company is going to achieve. Overall, online distribution channels and customer satisfaction have been 
chosen twice, design and e-loyalty once. Additional criteria could be such as Google keywords – content 
optimization; consistent and long-term strategy; new customers’ number; conversions; CPA, CPM and ROI. 
 
Further the experts provide significant criteria, which could be used in order to evaluate the website design. 
Interesting fact is that some of criteria repeats by experts. Attractiveness is repeated by Experts C and E; Usability 
– by Expert C and D; Clarity of display – Experts B and E. It could not be said that one or another criteria is the 
most important, because some users focus on one and other users to totally other subjects. Overall, criteria such as 
attractiveness, usability and clarity of display have been mentioned the most by the experts. Some other 
mentioned criteria are as follows: time spend reading the content; an opened page number; friendliness; SEO; the 
mutual link with social networks and the related external websites; adaption to specific product/service 
(visualization); working links and functions of the website; user involvement; CES indicator; implemented goals 
of website developer. 
 
According to the answers of experts, the website design decision could be added with the elements, which could 
help evaluating the website design (see Figure 2). 
 
Fig.2. Completed website design decision 
 
Source: authors 
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Overall, it can be said that internet marketing faces variety of questions. It should not be highlighted one main e-
marketing qualitative criteria, because it depends on the goals of the company, marketing campaign and other 
aspects, which creates different issues. It is very important that experts suggest different opinions, because it only 
proves that organizations face different problems and they need to be solved in variety of ways.  
 
5. Designing the Internet Marketing Qualitative Criteria Application Model 
 
Designing methodology. Since the qualitative criteria are proposed and approved by the experts during the 
qualitative data analysis, it is beneficial to create the application model of internet marketing qualitative criteria, 
which could explain the value of the criteria and explain future applications. Scientific modeling is the creation of 
abstract or conceptual models. The science offers a wide range of methods and theories about the various kinds of 
scientific modeling. The main theory about scientific modeling is based on theories of philosophy, systems and 
knowledge visualization. Modeling is an essential and integral part in scientific activity.  
 
Model analysis. The application model of internet marketing qualitative criteria (see Figure 3) is developed on 
the basis of: 
 Analysis of qualitative criteria of internet marketing development and the issues setting; 
 Analysis of qualitative criteria of internet marketing integration to e. business strategic development; 
 Qualitative data analysis. 
 
The model of internet marketing qualitative criteria starts with the input object of a short term goals, where the 
qualitative criteria are included: design, online distribution channels, customer satisfaction and e-loyalty.  
 
Design. Forbes (2012) announce that any business must admit the power of a great design for customers’ 
experience. Design-oriented companies put design at the heart of their company to build innovation and to 
constantly improve products, service and marketing trends. They recognize that a great design guarantees the 
differentiation, customer loyalty and higher profits. A well-designed website grants the customer to find the 
company whenever they trying to do it. A great content of the website helps customer to find it through search 
engines. Moreover, the website most of the times is one of the first touchpoints though which the potential 
customer will start building the trust with the company (Greenberg, Kates, 2014). Furthermore, the qualitative 
study determines that design should be adapted in the process of internet marketing quality development.  
 
Online distribution channels. The literature (Greenberg, Kates, 2014) pays attention to digital media channels in 
order to reach the customers. On the one hand, the customers want to reach the information through the most 
convenient ways to them. On the other hand, information quality and distribution is also important from the 
business perspective. The variety of distribution channels help business collecting more requisite information 
about the customers and build the personalization. Business sites such as aheadWorks (2015), e. commerce 
platform (2015), eMarketer (2014) pays especially strong attention to online distribution channels as one of the 
most important trends for e. marketing. Moreover, the qualitative studies’ results reveale that online distribution 
channels should be applied as the qualitative criteria for internet marketing.  
 
Customer satisfaction. Chaffey (2009) declares that the most successful internet marketing factor to meet the 
needs of customers is satisfaction. According to analysed literature the customer satisfaction has been proposed as 
a qualitative criteria to internet marketing development. Even more the experts of qualitative study agree that 
customer satisfaction is an important criteria in internet marketing evaluation.  
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E-loyalty. E. business is based on customer orientation, so it is important to recognize customers’ needs and 
expectations in order to maintain the competitiveness and customers’ loyalty (Turban et al., 2002). E-loyalty is 
also accepted as the qualitative criteria for internet marketing in the qualitative survey. 
 
In order to create or improve the internet marketing quality the development process should be started from the 
qualitative criteria (mentioned above) adaption in a short time of period. Important aspect is that the efficiency 
will be reached if the complex of measures will be adapted. One of criteriation adaption is not adequate, because 
successful business has to follow the internet marketing trends, set the objective goals and adapt to fast changes in 
the market. 
 
After the complex of measures is adapted and internet marketing meets the requirements of the qualitative criteria 
set, the following stage is solutions.Solutions should be implemented in a mid term of period in order to solve the 
rising poblems in the process of internet marketing quality building. Variety of problems have been determined 
during the qualitative survey. Experts agree that the most common problems are goals setting; lack of resources 
and budgets; opportunity to measure; perception problems; huge flow of information; customer interest; mobile 
friendliness; standing out from the others; customer loyalty. The internet marketing quality development will be 
more successful if at least the most common problems will have determined solutions. However, the stage of 
solutions implementation might bring benefit to organizations in order to prevent at least the most common rising 
problems.   
 
The last stage of successful internet marketing quality developmet is positive ROI generation, which accoding to 
the modeling theory is based on output object. In the long perspective every business needs to generate positive 
ROI. If there are no profit for the company, none of internet marketing goals will bring the benefit to 
organization. After the complex of qualitative criteria is adapted and solutions implemented in order to reach the 
internet marketing quality, the result should be reached: obctive determination of internet marketing goals and 
strategy; sufficient resources (such as programming resources, competent marketing professionals; internet 
marketing knowledges (know-how) in the organization); elements for internet marketing measurement and 
evaluation; customer involvement; customer trust and loyalty building. The results above would bring the 
organization to successful ROI generation. 
 
Overall, the point of the application model is to achieve the positive ROI through the qualitative criteria and 
solutions adaption in the process of internet marketing quality development. Moreover, the model might be 
adapted in the process of creating internet marketing quality or in the process of improving the already existing 
internet marketing quality. In addition, the aplication model is based on two perspectives: to implement customer 
oriented internet marketing (adaption of qualitative criteria) and business perspective, which aims to generate 
positive ROI. 
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Fig.3. Internet marketing qualitative criteria application model 
Source: authors
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Conclusions 
 
1. Universal concept of internet marketing is not defined, however it has multiple quantitative and 
qualitative aspects. Qualitative aspects have been the focus of this paper. Principal emerging qualitative 
criteria for internet marketing assessment are design, online distribution channels, customer satisfaction 
and e-loyalty. Similarly to other e. business phenomena, internet marketing may be approached from two 
perspectives – customers’ and businesses’. In order to increase the efficacy of the internet marketing, as 
well as reach the positive performance measure ROI, it is very important to ascertain the customers. The 
qualitative criteria from customer experience shall be included in the assesment of the internet marketing 
quality. 
 
2. Based on qualitative expert interview data analysis, it was determined that design, online distribution 
channels, customer satisfaction and e-loyalty are most important criteria of internet marketing asessment. 
Since the weight of individual criteria cannot be foretold by this one study, the complex of measures 
should be adopted in order to achieve the internet marketing quality. Also, the website design decision 
framework shall be developed according to experts’ suggested criteria. The main problems facing the 
internet marketing campaign development are goal setting; lack of resources and budgets; opportunity to 
measure; perception problems; huge quantities and flows of information; customer interest; mobile 
usability and user-friendliness; differentiating from the others; as well as customer loyalty.  
 
3. Based on the identified qualitative criteria pertinent for internet marketing, the qualitative model of 
internet marketing design and assessment is proposed. The initial input of the model is short term goal 
determination, where the complex of qualitative criteria are assumend. The next stage of the model is 
solutions’ adaption in a mid term in order to solve the rising problems in the process of internet 
marketing quality building. Finally, the output of the model in a long perspective is a positive ROI 
generation, which is the final goal of any business and internet marketing campaign. Moreover, the 
model may be adapted in the process of creating new internet marketing campaigns or in the process of 
improving the already existing internet marketing campaign quality. In addition, the aplication model is 
based on two perspectives: to implement customer oriented internet marketing (adaption of qualitative 
criteria) and business perspective, which aims to generate a positive ROI. 
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